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0 MONDAY MEMQ from WILLIAM B. MOSELEY, senior VP, Norman, Craig & Kummel

Time to push past the advertising lag and enter the space age
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_pressions.

The momentum of the world we live

in—tais space age where pictures of
Mars come back to us via the 7
o'clock news—is accelerating almost be-
yond belief.

This continued acceleration makes
our lives faster and more complex. And
swift change always creates stress.

This is particularly true of the cur-
rent evolution in the techniques and
methods of successful communicating,
specifically as they relate to the business
of television advertising. And today
too much of our television advertising is

.just out of phase and out of date with

the pace of life as it's being lived.

Match the millions of advertising im-
pressions that bombard the consumer
today to the amount of time this con-
sumer has to properly absorb these im-
Someone called this “the
world of too much advertising.”

But How Good? » A world of too
much ineffective advertising is prob-
ably more like it.

Today, Madison Avenue has its own
malady— an “advertising lag”—where-
by the action and emotional energy of
the television commercial are non-
directed forces, if anything aimed at
where people were, rather than where
they are, and thereby failing to moti-
vate sales.

Could part of this be due to a popu-
lar misconception among various seg-
ments of our population that the ma-
jority of people dislike advertising?
Well, the only legitimate survey of con-
sumer judgment of advertising ever
done—by the American Association of
Advertising Agencies—shows this is not
true.

But what it did reveal, is that peo-
ple “pay attention to relatively few ads.”
Isn’t that our problem, really?

Paying attention to ads is important;
“liking” them is irrelevant.

The Answer Game = Furthermore, if
you ask a person whether he likes or
dislikes an ad, his conscious answer is
not necessarily going to be an honest
one. He may feel that his evaluation of
the ad must display intellect and sophis-
tication.

(The 4A’s study showed advertising
ranked in third place. It came behind
the federal government and clothing
and fashions as “things in life that we
enjoy complaining about, but we may
not really be too serious about our com-
plaints.”) ‘

Take a group of Mack Sennett de-
votees and ask them whether they pre-
fer Sennett or William Shakespeare.

swers would be? Sennett would come
in a poor second, I'd wager.

The American Commercial Festival
satire film on the 1964 season would
have you believe it’s necessary to make
commercials people tell you they like.

They didn’t like the funny guy on the

white horse (biggest sales introduction
since Tide); they didn’t like that cock-
eyed tornado (knocked Mr. Clean out
of first place nationally in seven
months); they didn’t like those crazy
women flying out of the kitchen (first
time a cleanser reversed a trend and
added substantial additional annual
sales). They thought the flying man was
“all right,” “kind of cute” ... (Hertz
controls well over half the rent-a-car
business).

But I hope you noticed that although
they criticized these ads, they talked
about nothing else. I hope you also
noticed the Nielsen share of market
and volume figures on what they go
out and buy.

What vs. How » The key is, actually,
the difference between what people
think as against how they really feel.
Reach people emotionally with your
advertising and provide them with the
reason to buy.

Emphatic, wish fulfillment visuals
are hard to conceive. difficult for some
clients to understand. It took us eight
years at Norman, Craig & Kummel to
perfect this approach. And it took guts
to run advertising on a new way of
analyzing and using research. Particu-
larly in the face of conscious reaction
to measured success.

But this type of commercial moves
with the tempo of contemporary life.
The entire pace, force and rhythm of
this advertising seek out their target and
slam home each impression with mas- -
sive effectiveness. These commercials
are designed to be remembered. (A .
Trendex survey, by the way, recently
showed that Ajax is the best remem-
bered detergent brand name in the entire |
country.) .

Women can’t resist the forces of a .

White Knight that fulfills their deepest .
desires and basic needs. The symbol
represents the product’s promise of .
speed and power, and fulfills her basic
wish (brought out by extensive research)
to escape the horrors of dealing with
dirt.

But this whole approach need not
depend on a specific symbol. The ap-
proach can be with an empathy slogan
or empathy visual that is in phase with.
the airborne momentum of today’s liv-.
ing. Chanel, Ajax window cleaner (“‘See
100 Miles”), or Ajax scouring pads

(“Declares War on Pots and Pans”) are

further variations and continued proof
of this methodology at work. (There
are many imitators on the air today, I,
might add, who illustrate how not to
put this approach to work.)

If you seriously want to beat the “ad-
vertising lag” and if you want to com-
municate effectively, then you must
find a way to build in the lifting emo-
tional momentum into your commer-
cial message so that it can “fly through
the air” through the heart and to the
head of your consumer.

agency experience, Mr.

tive producer of NBC
Theater.’

William B. Moseley is senior vice
president and associate creative
director for television and member
of the executive committee of Nor-
man, Craig & Kummel Inc., New
York. He joined the agency as an
executive producer in October of i
1959. He has both agency and net- |~
_ work experience. His background in -
TV programing and commercial de-
} velopment includes past associa-
i tions with Benton & Bowles, Grey
Advertising and BBDO. Before his
Moseley
worked for NBC in Hollywood as .
executive assistant to the execu-
‘Matinee

AT

YT

?
f. i
[

%
2GSRBS

Lo g

K ¥
CIA-RDP73-00475R000400400001-9



